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Reforming and opening up for more than 30 years, the domestic commercial 
banks have constantly absorbed the advanced concept of bank management and 
marketing services of foreign banks, its service philosophy, consciousness and tools 
have gotten great improvements and increase, and has transferred striving quantity 
merely to aiming at “quality priority number”. The consciousness of risk 
management and brand awareness have been deeply rooted among the people, 
service capabilities and function have been improved continuously, but in the face of 
competition from foreign banks more mature banking services, there is still a large 
gaps and deficiencies. 
On the perspective of service marketing, this paper classified the previous 
literature or theories on services and commercial banking service marketing, and 
then systematically introduced three theories about services which are Internal 
marketing, Relationship marketing and Service profit chain, that expounds the 
internal relations among banks, customers, and employees. Then this paper 
descripted detailedly the service marketing practices of the Citibank and the Hong 
Kong banking. Then , this writer combined the theory with her work practices at 
Branch A of ICBC , descripted the development course and the characteristics of 
Branch A of ICBC, analyzed systematically the characteristics of service marketing 
in Branch A of ICBC and the problems that exist in Branch A of ICBC, including 
service marketing concepts behind, internal relations marketing process links 
missing, customer development strategy deviation etc. Finally, on the perspective of 
the corporate culture, service marketing concepts, internal marketing, customer 
satisfaction management in Branch A of ICBC, this paper puts forward several 
improvements, including proposing internal relationship marketing-oriented 
corporate culture, the customer centered service consciousness of occupation, 
creating excellent customer manager team, digging and expanding customers and 
strengthening customer satisfaction management etc. 
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形成、消费对 GDP的贡献率为 50.4%、 49%，远低于世界平均水平，2012 年全
球最终消费占 GDP比重平均约为 78%左右，其中美国、欧盟和亚洲新兴工业化
经济题分别为 87%、 82%和 67.7%。党的十八届三中全会提出要加快转变发展
方式，扩大内需，并增强消费对经济增长的拉动作用。目前我国消费的贡献率





者达到年均 7%，而后者仅略高于 3%。目前我国城镇化率为 52%左右，户籍人口























易额由 3.7万亿元上升到 7.85万亿元，年均增速 28.5%，第三方支付交易额由











































图 1：2010-2013 年一季度中国快速增长的私人财富 




图 1 是 2013 年 3 月上海国际知名财经杂志《福布斯》中文版联合宜信财富
发布的最新调研成果《中国大众富裕阶层财富白皮书》中关于中国快速增长的
私人财富图。依照国际通行标准，大众富裕阶层在《福布斯》里的定义是：个
人可投资资产在 10 万~100 万美元之间的中产阶级群体，换算成人民币，大概
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